continued use of internet banking is defined as continued usage of internet banking services by adopters where a continued use decision follows an initial acceptance decision [8] .
Previous studies conducted on continued use of internet banking attempt to evaluate the consumers' continued use decision by using different theories and developed different models. These models have been heavily criticized as they rely on consumers' perceptions of innovation characteristics as a significant predictor of behavioral intention and simplified notions of human factors and social factors [3] . Thus, consumers continued use of internet banking assessment may be more complex than what current theories can explain, due to the fact that consumers often need to abandon or minimize their current behavior while also contend with usual concerns that are associated with technological advancements [9] .
Over the last decade, previous studies have investigated the continued use of online services from different views. For instance, [5] introduced the transactional view which focuses on the benefits for the customer, with an aim of improving business transactions through efficient and effective website design from a user's perspective. Previous research by [7] , on the other hand, found the two dimensions that influence IT continuance intention and behavior from transactional view, namely IT self-efficacy and facilitating conditions. They also found that user satisfaction is an important predictors for continuance intention [7] . Nevertheless, the result of other studies have not all been consistent in findings, and one even found that satisfaction does not always predict continuous use and repeated patronage [10] . As customers gaining the experience of how to use internet banking, beliefs and needs also change [11] . Moreover, when a customer has many available choices, satisfaction will not always guarantee continued use of internet banking and will not keep the customer from switching to other alternative services [12] .
Recently, a relational view of user-Web site interactions has emerged as a second view in information systems literature [13] . Different from the transactional view which emphasizes satisfaction, the relational view asserts that psychological factors and human aspects (such as trust and commitment) plays essential role in customers' continued use [7] . This view values the increased engagement of human beings in their interactions through computer-mediated communication technologies such as websites. In addition, [7] found that relational view explained more on continuous usage than what the transactional view did for the same samples.
Additionally, the socio-cognitive view appeared as another alternative view to study continued use of information system in which the emphasis is on the learning nature of an individual. The socio-cognitive view explains how people acquire and maintain certain behavioural patterns which are determined by their specific knowledge or ability [14] . Previous empirical research on technology use has determined important influences resulting from socio-cognitive factors such as self-efficacy and social influences (e.g. [5] ).
Recently, IS studies adopted integrated views in one conceptual framework in order to gain extra explanatory power for the continued use of IS [7] . In the studies with the integrated or mixed view, researchers often integrate or combine factors from two different views together in one conceptual framework. For instance, a study done by Li and Chau [7] introduced an integrated model that mixed transactional view which was represented by expectationconfirmation model of continued IT usage (ECM-IT) with relational view using the commitmenttrust theory (CTT). Consequently, the relative explanatory power of the two combined views was found to be stronger in explaining online service usage [7] . Similarly, Bhattacherjee [5] examined and compared the power of Expectation Diffusion Theory (EDT) and Technology Acceptance Model (TAM) in predicting the continued use of information technology (IT). His study found that the combined model of both EDT and TAM has a better explanatory power in predicting the continued use of IT than either of EDT or TAM as independent models on their own [5] .
Even though recent studies have shed light on the critical role of socio-cognitive view and relational view in understanding the continued use of IS, little effort has been made to examine how socio-cognitive factors and relational factors work together to influence the customers' continued use of internet banking within a single conceptual framework. Thus, existing integrated models of continued use are not complete in terms of combining the most significant views that enriched better understanding for factors that affect consumers' decision-making [9] . Therefore, studies focussing on the continued use of internet banking by combining well examined views within a single conceptual framework are necessary for getting better understanding to issues surrounding the continued use [6] .
Thus, this study develop a research model based on combining the social cognitive theory (SCT) to express the socio-cognitive view and commitment-trust theory (CTT) to express the 
Research Model
An overview of the proposed research model is shown below in Figure 3 . Here, the study introduces an integrated model which combines SCT and CTT to explain the factors that convey continued use of internet banking from two different views. It is hypothesized that commitment, trust and switching cost represent the relational view; whereas, perceived usefulness, recommendation and self-efficacy represent the socio cognitive view. In addition to the above associations, perceived usefulness is commonly defined as "the degree to which a person believes that using a particular system would enhance his or her job performance" [15] . According to [16] , perceived usefulness acts as a persuasive tool that increases social influence on the customers' intention towards continued use. In addition, recent empirical studies have confirmed that perceived usefulness has a significant effect on other antecedes that directly affect the continued use [17] . Thus, perceived usefulness is a significant indicator that can maximize social influences on the customers' continued use intention [16] . Therefore, the following hypothesis is formulated:
H1: Users' perceived usefulness of the use of internet banking services has a significant effect on their recommendation.
Previous research shows that the long term relationship between customer and service providers is the most important factor that contribute to the profitability . Other studies shows that customer satisfaction was essential to understanding customers continued use [18] . Recently, many studies argued that ideally, banks should count on a combined strategy that makes switching cost act as a complement to satisfaction in order to gain continued use of the internet banking services that banks offer [18] . In this study, switching cost is defined as the perception of the magnitude of additional cost (psychological, physical and emotional cost) that internet banking customer needs to possess before terminating his/her relationship with an internet banking provider and switch to an alternative [19] . Hence, when switching cost are perceived to be high by customers, customers are less likely to switch to an alternative service provider. Additionally, switching costs were found to have a significant impact on customers' positive recommendation [20] . Thus, it can be postulated that:
H2: Switching costs has a significant effect on recommendation. H3: Switching costs has a significant effect on commitment.
Previous studies shows the importance of trust in one's intention to continuously use a service or product. In this study, we adopted the definition of trust according to [21] . They defined trust as, "a psychological state which leads to the willingness of customer to perform banking transactions on the internet, expecting that the bank will fulfil its obligations, irrespective of customer's ability to monitor or control bank's actions". In addition, there is also empirical evidence that suggested customers' perceived trust of internet banking is one of the strongest contributors to using the internet as a viable banking alternative [22] . Moreover, it was observed that trust directly impacted on the customers' commitment to internet banking services. Thus, the hypothesis can be formulated as follows:
H4: Customer trust has a significant effect on commitment. H5: Customer trust has a significant effect on the continued use of internet banking.
In the context of business to customer (B2C) such as internet banking, commitment is defined as ''customer psychological attachment, loyalty, concern for future welfare, identification, and pride in being associated with an organization'' despite influences and efforts that may cause switching to alternatives [23] . A study conducted by Lee and Kwon [8] found that commitment has a very significant effect on customers' continued use of an online service [23, 24] . Moreover, in a recent study by [25] found that commitment can also affect customer recommendation significantly in internet service environment. Thus, the hypothesis can be formulated as follows:
H6: Customers who are committed to their relationship with their internet banking provider are more likely to recommend the service to the others. H7: Customers who are committed to their relationship with their internet banking provider are more likely to continue using the service.
Generally, consumers tend to trust each other's testimonies and experiences more than they trust the official communication issued by the providers . Thus, recommendation exerts a strong influence on consumer choice for using internet banking as a first banking choice. Recommendation can be defined as a form of informal advice which is exchanged among customers [26] . A study conducted in Saudi Arabia found that consumers' perceptions about the beliefs and experiences of other consumers serve as a main determinant of continued use intentions [27] . In addition, the same study stated that in a highly collective culture such as the Arab World, individuals' actions are influenced by the recommendations of people around them [28] . Thus, if internet banking usage is a desirable behaviour in the society, a person in that society is more likely to use internet banking service. Hence, based on the above discussion, the hypothesis can be formulated as follows:
H8: There is a significant relationship between recommendation and the continued use of internet banking services.
Social cognitive theory gives prominence to the concept of self-efficacy, which is defined by Bandura [29] as "People's judgment of their capabilities to organize and execute courses of action required to attain designated types of performances. It is concerned not with the skills one has, but with judgments of what one can do with whatever skills one possesses." In addition, people may be strongly convinced and attracted by certain outcomes in relation to a given behaviour, but are unlikely to perform the behaviour in case they lack the confidence in their own abilities to attain the required performance level [20] . Hence, previous studies found that selfefficacy appears as a significant factor that influences the continued use of internet banking. For instance, intention to use internet banking among Malaysian customers in particular has been found to be predicted by self-efficacy [12] . Thus, the hypothesis can be formulated as follows:
H9: The higher the level of the customers' self-efficacy is the higher is the level of the continued use of internet banking services.

Research Methods 4.1. Instrument Development
Survey questionnaire was carried out to collect the research data. All constructs of this study were operationalized using validated items from prior similar studies and all items are considered in term of continued use as shown in Table 1 . In addition, the questionnaire consists of two parts. Part I gathers demographic information, and Part II seeks the perceptions of TELKOMNIKA ISSN: 1693-6930 
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2821 respondents toward using internet banking services in Libya. A five-point Likert scale was used to ensure statistical variability among survey responses for all constructs. The questionnaire was initially developed in English, and the final version was independently translated into Arabic language based on the approaches recommended by [30] . Also, the Arabic copy of questionnaire was used in the process of the pilot study undertaken among internet banking users, which was an additional opportunity for the interpretation to be checked for any missing or misunderstood words and to be corrected in the final version. [9, 13, 17, 20] The drop and collect questionnaire survey was employed as the main empirical method for data collection because questionnaires can be adapted to examine and explain relationships between variables [31] . Also, questionnaires enable access to a wider spectrum of views and opinions in a shorter space of time. A two-stage cluster sampling method is used since the target population is distributed over a considerably large geographical area. To ensure that the samples originate from regular online users, only those individuals who have previously accessed their accounts online are deemed eligible for participation. In order to improve the response rate and increase the number of samples, randomly selected users are encouraged to participate on a voluntary basis. The population of interest for this study was defined as the personal banking customers of Libyan banks. The researcher limited the sampling frame to customers who are already using internet banking in Libya.
Data Collection
A total of 450 questionnaires were distributed in three big cities in Libya namely Tripoli, Misurata and Sabha. Out of the 450 distributed questionnaires, 214 were completed and returned (47.55% response rate). The 214 collected questionnaires considered to be appropriate for data analysis using SmartPLS. The majority (77.6 percent) of the data was collected from the urban areas, and the rest are from the rural areas as shown below in Table 2 . The demographic profile in Table 2 showed that 67.3 percent are male, while, 32.7 percent are female. In addition, majority of the respondents found to have education up to graduate level (77.1 percent), following 15.9 percent up to post graduate level. The descriptive statistics also indicate the mean of the respondents' age is 33.7.
Research Methods
Partial least square (PLS) is a variance-based technique and is used in this study since the research model has not been tested in the literature and considered as complex model. Also, SmartPLS is useful for structural equation modelling in applied research projects especially when there are limited participants [32] . Thus, Smart PLS 2.0 was the software that was used to analyse the relationships defined by the theoretical model in this study. In order to assess internal consistency, indicator reliability, convergent validity, and discriminant validity we firstly examine the measurement model. Then, we test the structural model.
Instrument Development
According to [33] , construct validity is the extent to which a set of data for a measured variable is actually measuring what it is supposed to measure based on the grounded theoretical measure and therefore it can be undertaken that construct validity is a necessary condition for theory development and testing. The construct validity can be measured through convergent and discriminant validity.
Convergent validity refers to the degree where multiple items used in the research to measure the same concept are in agreement. Convergent validity of the measurements used in this research can be examined through the main loadings and value of the average variance extracted (AVE). While assessing the main loadings, two items (Trust=TR3, TR4) were deleted based on the recommended cut-off value. Afterwards, AVE of the variables was assessed. AVE criterion is defined as the grand mean value of the squared loadings of the indicators associated with the construct. An AVE value of at least 0.5 and higher indicates that a latent variable is able to explain more than half of the variance of its indicators on average, therefore it is considered as sufficient [33] . In addition, when AVE is greater than 0.50, the variance shared with a construct and its measures is greater than the error. Table 3 below shows the AVE score for each construct in this research found to be above the minimum threshold (more than 0.5).
Composite reliability (CR) was used to assess the consistency of the measurement items used in this study. Composite reliability is more suitable for PLS-SEM as compared with Cronbach's alpha, which is prioritizing indicators according to their reliability during model estimation. Composite reliability should be higher than 0.70 [33] . In this research, all composite reliability for each endogenous variable also is more than 0.80 as shown below in Table 3 . Thus, it can be concluded that the measurements are reliable, and internal consistency is present. Finally, to grant discriminant validity, there are two methods that have been put forward to determine the constructs' discrimination validity, which are; the cross-loadings and FornellLarcker criterion [33] . In the cross-loadings method, firstly, the loadings and cross loadings were examined by running the PLS-algorithm analysis. Discriminant validity was ascertained when an indicator's loading pertaining to its associated latent construct was higher than all the remaining constructs. It is important for the researcher to inspect that any item should be more strongly related to its construct column than any other construct item [34] . In the next stage, FornellLarcker criterion was employed to ensure the discriminant validity of the model see Figure 4 . In this criterion, it is required that the squared root of AVE for each latent construct should be higher than the correlations of any other latent construct. As shown in Table 4 , the square root of AVE for each construct is evidently higher than the correlation for each construct indicating adequate discriminant validity for the constructs proposed in this research. 
According to Hair, Ringle and Sarstedt [33] , construct validity is the extent to which a set of data for a measured variable is actually measuring what it is supposed to measure based on the grounded theoretical measure and therefore it can be undertaken that construct validity is a necessary condition for theory development and testing. The construct validity can be measured through convergent and discriminant validity.
After establishing the appropriateness of the measures, it is necessary to provide evidence supporting the theoretical model as exemplified by the structural portion of the model [34] . The prime evaluation criteria for the structural model are the R2 measures and the level of significance of the path coefficients as it explains endogenous latent variables variance [33] . In PLS, R2 result represents the amount of variance in the construct in question that is explained by the model.
Path coefficients represent the hypothesized relationship among the constructs. The individual path coefficients of the PLS structural model can be inferred as standardized beta coefficients of ordinary least squares regression. Paths that are non-significant or show signs of the contrary to the hypothesized direction do not support the given hypothesis in the research. The path coefficients have standardized values between -1 and +1, and estimated path coefficients close to +1 represent strong positive relationship and vice versa for negative values [33] .
In this study, path coefficients of the structural model have been measured and bootstrapping analysis was performed to assess the statistical significance of the path coefficients. Bootstrapping in PLS is a nonparametric test which involves repeated random sampling with replacement from the original sample to create a bootstrap sample, to obtain standard errors for hypothesis testing [33] . Regarding the number of re-sampling, literature suggested performing bootstrapping with 1000 resamples [45] . In this study, the bootstrapping procedure with 1000 re-samples was used to test the significance of the regression coefficients. Based on the hypotheses of this study, the direct effects between the variables were tested, and findings of the result have been given in the following Table 5 . Regards to the effect of switching cost, perceived usefulness and commitment on recommendation the R2 of recommendation is 0.269 and claimed to be substantial [35] , which suggest that 26.9% of the variance of recommendation can be explained by commitment, perceived usefulness and switching cost. Moreover, significant positive relationship has been found between commitment with recommendation (β=0.356, p<0.05). In addition, significant positive relationship has been found between perceived usefulness with recommendation (β=0.300, p<0.05). Also, a significant negative relationship of switching cost has been found with recommendation (β= -0.208, p<0.05). Therefore, H1, H2 and H6 have been accepted.
With respect to the effect of switching cost and trust on commitment, the R2 of commitment found to be 0.05, suggesting that only 5% variance of commitment can be explained by trust and switching cost. According to the guideline by [35] , R2 is weak (0.02-0.12). However, the relationship between trust and commitment is positively significant (β=0.156, p<0.05), and relationship between switching cost and commitment found to be negatively significant (β= -0.150, p< 0.05). Thus, hypotheses H3and H4 have been accepted.
Finally, with respect to The Effect of recommendation, commitment, trust, and selfefficacy on continued use of internet banking the R2 of dependent variable of this framework which is continued use of internet banking found to have value of 0.537, suggesting that 53.7% of the variance in continued use of internet banking can be explained by recommendation, commitment, trust, and self-efficacy. Thus, the R2 of continued use of IB is substantial (0.26 and above) [35] . Moreover, the relationship of recommendation (β= 0.348, p<0.05), commitment (β= 0.347, p<0.05), trust (β= 0.102, p<0.05), and self-efficacy (β= 0.272, p<0.05) with continued use of internet banking found to be significant. Thus, hypotheses H5, H7, H8, and H10 were supported.
Discussion
This research reports several findings of potential interest for continued use research in information system field. This study has provided an illustrative proof of how the combining of different views of socio-cognitive view and relational view is able to give better understanding to the factors that affect continued use of internet banking. Most previous models related to continued use relied on consumers' perceptions of innovation characteristics as a significant predictor of behavioural intention without examining the role of combining the potential impact of psychological factors and human aspects with social factors. In some other studies, one factor from socio-cognitive or relational views was taken as an independent variable by adding it to a well-established theory or model (e.g., [6] ) without exploring the potential impact of the rest of views' factors that may be related to such studies as well. The model of this study introduces antecedents beyond socio-cognitive view and relational view, substantially complementing the previous models. In this sense, the study herein helps expand the boundaries of the extent of continued use research by considering the impact of socio-cognitive factors and relational factors on the continued use of internet banking by incorporating the research constructs from social cognitive theory and commitment trust theory within continued use research. These emerging results bear tremendous potential for future research. 
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This study demonstrates that social cognitive theory (socio-cognitive view) and commitment trust theory (relational view) are applicable to give better understanding to issues of continued use of internet banking, just as they provide a better understanding towards other continued usage issues in some previous studies. Given that combing two different effective views of socio-cognitive view and relational view in same research model has received much less interest among continued use research, this study provides an additional validation of these views as a parsimonious yet powerful views of innovation and team knowledge formation. In addition, this study provides an additional validation for previous studies that calls for integration or mixing different views in one conceptual framework in order to gain extra explanatory power for the continued use. The results of this study confirmed that the research model increased the explanatory power of previous internet banking continued used models (53.7%), suggesting that the research model indeed provides a high explanation of the continued use of internet banking.
In summary, the findings of this study reveal that banks should advertise to their users that internet banking is not a risky service, by promoting information of security and trust on their platforms. They should also prevail upon user concerns about computer crimes, invasion of privacy, and overall, by attempting to provide transactions without errors and allocate sufficient resources to correct it, if necessary. With respect to the significant role that switching cost play in encouraging continued use of internet banking; effective switching cost strategies should be included by banks to guarantee consumers' commitment. Thus, consumers feel more committed to the internet banking service providers when they think to switch to an alternative banking service provider. Also, the results reveal that as customers become committed to internet banking, they encourage other customers to continue using internet banking through the positive recommendations that they spread among each other. In addition, banks in a highly collective culture such as the Arab World can rely on recommendations of their customers to influence individuals' actions by the people around them toward continued use of internet banking. Finally, the findings of this study provide preliminary evidence suggesting that the self-efficacy play an essential role in continued use of internet banking.
Limitations and Future Research
This research reports several findings of potential interest for continued use research in information system field. This study has provided an illustrative proof of how the combining of different views of socio-cognitive view and relational view is able to give better understanding to the factors that affect continued use of internet banking. Most previous models related to continued use relied on consumers' perceptions of innovation characteristics as a significant predictor of behavioural intention without examining the role of combining the potential impact of psychological factors and human aspects with social factors. In some other studies, one factor from socio-cognitive or relational views was taken as an independent variable by adding it to a well-established theory or model (e.g., [6] ) without exploring the potential impact of the rest of views' factors that may be related to such studies as well. The model of this study introduces antecedents beyond socio-cognitive view and relational view, substantially complementing the previous models. In this sense, the study herein helps expand the boundaries of the extent of continued use research by considering the impact of socio-cognitive factors and relational factors on the continued use of internet banking by incorporating the research constructs from social cognitive theory and commitment trust theory within continued use research. These emerging results bear tremendous potential for future research.
Conclusions
Recently, internet banking continued use has become one of the most researched fields in IT/IS literature. Continued use models and frameworks are increasingly applied to various individuals in different contexts to determine factors affecting continued use of internet banking from different perspectives. However, combining the different views in one research model to gain a better understanding in the continued use phenomena has received limited attention. To address this gap, we contributed to continued use theory by offering a conceptual framework that sheds more light on the factors that affect the continued use of internet banking by combing two different views. As such, we combined CTT that represents the relational view and SCT, which represent socio-cognitive view in the research model. While we found that commitment, recommendation, self-efficacy were the most important factors in explaining the continued use of internet banking. Thus, by combining socio-cognitive view with relational view in the research model, we added stronger determinants to explore and predict continued use of internet banking, and also provided more predictive power to existing theories.
